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„Feeling Welcome: Internet Tourism Marketing Across Cultures“

Discussion

The text is about cross-cultural Internet marketing. It is very similar to the other text; presentation of study results is different.

Topicality:
· Internet is easier to change (up-to-date) than e.g. brochures.

· Up-to-date is very important. Many companies have a brochure just for having it and never look at it again. Often old information, because nobody cares.

The Internet – is it an image or information building tool? Or is it a booking machine?
· Powerful image building tool (especially for people who have no experience with a specific destination before).

· Many people (companies) look at the Internet as a booking machine. They only look at the number of bookings but not at the number of visitors. Booking is much easier to measure. It is not a booking machine (If I don’t know about the place – I don’t book). 
· In order to book you need current information (it is also an important factor in order to decide the length of the stay).

Studies: Would you have expected this result?
· No, especially not for Germany.
· Update 2006: some cities improved a little (e.g. more languages) but they have to think about other cross-cultural factors (e.g.: is there a church which offers services in different languages? Where can I find a German dentist in Sydney?). Those things will give a tourist reassurance and a feeling of security. 

How can you provide this information? Isn’t this very expensive? What possibilities are there?
· Contract with native speaker (for translations).

· Cooperation with a partner city.

· Tourist can write something by themselves (e.g. Blog on homepage)

· Ask local people (e.g. Russian citizens).

JUST ASK THE PEOPLE WHO HAVE THE INFORMATION – IT COST NO MONEY! 
Discussion about the criteria list (pp.334-336):
· The list is quite good, but could be extended (e.g. layout: if a site is not professional it is annoying for the user)

· Internal search engine is missing

· Barrier free access (bigger text, version without photos for the blind).

What do you think about the allocation of the points?

· The design quality sector should get more points, because it is a very important factor (e.g. photos etc.). Different cultures – different designs. 

Many companies argue that they don’t have any money, but it is not about the money it is about customer orientation – an effort to help the customer. Solution: just ask your customer what he wants.

